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After the 2nd reconstruction of the telecom industry in China, how to reconstruct 
the agents system for the market for fixed-service becomes a concerned problem of 
China’s telecom operators.  
Agent Channel for fix-services of Beijing Telecom is taken as the study case. 
Based on the traditional classical methodologies, such as 4P/4C thesis, SWOT 
analysis, BCG Matrix and etc.., are applied to analyze the competition in Beijing’s 
market, locate the position of the agent troop in CTBC’s sales-channels and trace the 
road for agent development. Flowing that, different roles of various agents for 
different submarket of fixed-service are drawn clearly. At the meanwhile, in order to 
eliminate the gap between the management target and the limited function of the 
former agent organizing in CTBC, a “quadrant” system consisted of agent admission/ 
disaffiliating, confliction control, business operation, credit management, and 
performance assessment and its “T” marketing-service model for the evolution way 
have been introduced.  
The system has been proved to be effective and efficient in practicing of the 
market development for CTBC.  
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